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的波特五力竞争模型对市场竞争状况进行了分析，使用 SWOT 分析方法对 Y 地产
公司的优势与劣势进行了剖析。 
根据 Y 地产公司总体发展战略，通过对竞争品牌的市场定位分析、消费者







































With the rapid development of China's economy, real estate industry becomes 
increasingly competitive. Combined with practical working experiences and 
knowkedge of EMBA of the author’s, the article sets Y Company’s projects as a 
study case in order to solve the Company’s practical problems. First of all, This 
article describes the research background and research methods，introducing the 
main  marketing strategy of the domestic real estate enterprises, that is, marketing 
strategy based on the "4P" marketing mix theory. The article has analyzed the 
well-known domestic real estate enterprises' main marketing strategy and 
experiences. Through the analysis of macroeconomic environment in Taiyuan 
market ,the author submits real estate marketing problems of Y Company in Taiyuan 
real estate market. Secondly, through real estate industry structure analysis , the 
author adopts Porter Five Forces Modle to give the analysis of market competition 
situation in Taiyuan market. Using the SWOT analysis method, the article analyzes 
Y Company's strengths and weaknesses. Thirdly, according to the overall 
development strategies, through analysis of competitive brand positioning, consumer 
behavior and market resources advantages, Y Company’s project target market has 
been established. Finally, the article describes the marketing mix strategy from 
product strategy, pricing strategy and promotion strategies separately in detail based 
on the “4P” marketing theory. The author finally submits the suggestions of 
marketing strategy for the company, the way to solve the problems faced by the 
company. Meanwhile, the author gives an application of the company’s new project 
showing the implementation process and implementation results and giving the 
result analysis. The marketing strategy suggestions submitted by the dissertation 
have great practical value for Y Company in business development and marketing 
planning, providing decision-making support to the company to develop real estate 
projects. 
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